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'WHY DIDN’T SOMEBODY 
THINK OF THIS BEFORE? Just 
heard a good story ... which you 
should know about. The Porte Pub- 
lishing Company out in Salt Lake 
City, Utah, formerly employed many 
salesmen to sell their various syn- 
dicated services. When the draft 
clouds began to gather, the com- 
pany suggested to their salesmen 
that they take their wives along 
with them on the road. Many of the 
wives accepted the invitation... 
and had a good time. When the 
husbands were finally drafted, the 
company turned around and hired 
the wives who had obtained some 
valuable information in their hus- 
band’s territory. By latest reports 
the new salesladies are getting along 
swell. The husbands are going to 
have to do some fast stepping when 
they get back into harness again. 


|| COLOR ILLUSIONS. If you want 
to go nuts about (or with) color 
. . . be sure to write to the Eagle 
Printing Ink Company, 100 Sixth 
Avenue, New York 13, N. Y., and get 
a copy of their little booklet en- 
titled, “More Illusions and Magic 
with Color.” It is the 13th folder 
in the Eagle Color Facts Series. 
There are a half dozen startling il- 
lusions . . . performed with color 
and design. 


_|COLD MAGIC is the name of a 
new house magazine being issued 
by the York Corporation, York, 
Pennsylvania. Vol. 1, No. 2, dated 
September, 1943, takes some sért of 
a prize for being one of the best 


looking house magazines published 
today. 


WASHINGTON SUMMARY 
(Written as we go to press.) 


Before this issue is delivered to 
you... the final decision on postal 
rates may be public. The D.M.A.A. 
and other organizations appeared 
before the Senate Finance Commit- 
tee and gave excellent reasons why 
the doubling of third class rates 
would not increase revenue. These 
arguments were strengthened by the 
appearance of Postmaster General 
Frank Walker, who predicted that 
revenue would decrease. The Sen- 
ate Committee seemed impressed. 
The subject is now in “executive ses- 
sion.” There is a good chance that 
the postal rates problem will be 
thrown back to the Postal Com- 
mittees of both Houses ... where 
it belongs. We are keeping our 
fingers crossed. 


Paper? There will be another 
10% cut in commercial printing and 
lithography ... bringing total hor- 
izontal cut to 25% (equal with maga- 
zines and newspapers). No “pri- 
ority system.” No elimination of 
return envelopes. WPB will stage 
intensive drive for paper conser- 
vation. 


_|} EXPLAINING LABOR MAN- 
AGEMENT. The November issue of 
“The Depictor,” beautiful house 
magazine of Edward Stern & Com- 
pany, Inc., Sixth and Cherry Streets, 
Philadelphia 6, Pennsylvania, is de- 
voted entirely to the subject of 
Labor Management Committees. 
Gives case histories of the Bridge- 
port Brass and Packard Motor Joint 
Committees. It is an exceptional job 
in every way. 


TRY THIS EXPERIMENT. Next 
Sunday afternoon at 6:30 (Eastern 
War Time) tune your radio to the 
Mutual Broadcasting chain, and 
listen VERY CAREFULLY to Upton 
Close. When he is finished, write to 
his sponsor and ask for a copy of 
the address (as offered). When the 
copy arrives, notice the very excel- 
lent way in which the speech is 
reproduced and bound in a self- 
mailing cover. Read the speech 
again. Re-examine the Direct Mail 
technique .. . and then write a letter 
to The Reporter, giving us your can- 
did opinion of this campaign. If your 
analysis coincides with our own, we 
may give you some interesting and 
surprising background material. 


| |] ANOTHER GOOD ARTICLE ... 
on Direct Mail appeared in the No- 
vember 13th issue of the American 
Lumberman, 67 West 44th Street, 
New York City, titled “Does Your 
Sales Correspondence Produce Re- 
sults?” It is good to see trade pa- 
pers devoting more and more atten- 
tion to Direct Mail. 


|_|ANOTHER CONVENTION BY 
MAIL. The American Photo-En- 
gravers Association, 166 West Van 
Buren Street, Chicago 4, Illinois, has 
just completed its first Convention- 
by-Mail. Louis Flader, commission- 
er of the Association, has furnished 
us with a special copy of the Novem- 
ber issue of the Photo-Engravers 
Bulletin. A 280-page plus cover 6” 
x 9” report. It is a textbook not only 
on photo-engraving, but on all the 
work of the Association. Much more 
complete and informative than any 
flesh and blood convention could be. 
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The dependability and integrity of the scarlet coated 
guardians of the Old Northwest are traditional. 
Traditional, also, are the qualities of all Northwest 
Papers. It will always be our intent to provide in 
Northwest products the elements of uniformity and 


workability essential to better and more 
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economical printing. To this end our skilled paper 
makers continuously devote themselves. That the 
resulting papers are universally recognized as 
the best that good papers can be is our greatest 
incentive to keep them so. Depend on North- 

west Papers — they will serve you well. 






PAPERS 


CLOQUET, 


PRODUCTIO 





MINNESOTA 








oe 





An Important Report 


The following report was prepared by a Special Committee of the Graphic 
Arts Victory Committee, under the chairmanship of Frederick G. Rudge, 
President of William E. Rudge’s Sons, 225 Varick Street, New York City. 
It was presented to the Office of Civilian Requirements of the War Pro- 
duction Board on November 30, 1943. Because of its importance to both 


users and producers of Direct Mail and Printed Promotion . 


be read and reread carefully. 


REPORT ON METHODS OF 
PAPER CONSERVATION 


As Applied to 


ADVERTISING AND PUBLIC 
RELATIONS PRINTING 


Preface 


The War Production Board has 
already noted the fact that no di- 
rector can add a pound of wood 
pulp to the nation’s current supply. 
Obviously, therefore, the problem is 
one of equitable distribution pri- 
marily in terms of war-usefulness. 


This report covers but one phase 
of the subject of pulp conservation, 
namely, conservation of paper in 
the fields of advertising and public 
relations printing. 


The report frankly sets out to sug- 
gest methods which the Graphic 
Arts Victory Committee believes 
will be effective and equitable. The 
material submitted seeks to estab- 
lish three basic facts: 


1. That a great proportion of the ad- 
vertising and public relations print- 
ing now being produced is in the 
nation’s war interest. 


2. That effective rationing controls 
are possible through the extension 
of two types of directives with at- 
tendant educational activity as al- 
ready employed by the War Pro- 
duction Board. 


(These two methods may be de- 
scribed as mechanical limitations 
either in terms of the weight of 
paper manufactured, the weight 
of paper used on specific types of 
jobs, the elimination of wasteful 
practices in manufacture, etc., and 
second, that of the classification of 
users of paper in accordance with 
Form W.P.B. 2973.) 


3. That rationing through elimination 
of certain types of advertising and 
public relations printing in terms 
of end use is inequitable, imprac- 
tical, and will inevitably lead to a 
chaotic state within the industry. 
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Such an approach in terms of end 
use would have to evaluate whether 
an annual report is more or less 
valuable than an employee hand- 
book; whether the fibre cartridge 
container is more or less important 
than the plant poster on absentee- 
ism; whether the Varga girl illus- 
tration is more or less important 
than the technical industrial catalog 
on machine tool operation; whether 
a retail mailing on crockery is or is 
not to be permitted if, at the same 
time, similar advertising on the same 
retail article could be carried in 
newspapers or magazines. A prin- 
cipal purpose of this report is to 
indicate that such evaluation on a 
fair and rational basis would be im- 
possible. Further, were such at- 
tempts made, the consequent ma- 
chinery of information to the trade 
and of successful enforcement would 
inevitably lead to confusion com- 
parable to that caused by some of 
the ill-famed O.P.A. directives. 


At this time, the graphic arts in- 
dustry is suffering a material short- 
age comparable in intensity to that 
undergone by most manufacturers 
a year or two years ago. Rationing, 
therefore, is expected and compli- 
ance and cooperation in the inter- 
ests of our nation in time of war 
is to be expected from the graphic 
arts companies affected. 


Two years of government con- 
trols, however, have taught indus- 
try, public and government alike 
that ill-considered restrictions have 
a disastrous end. Directives, it is 
now clear, should provide a maxi- 
mum of freedom of activity within 
the scope of well defined limitations 
that can be understood and that are 


‘ subject to a reasonable degree of 


enforcement. 


If end-use restrictions are placed 
upon advertising and public rela- 


. - it should 


tions printing in terms of curtail- 
ment of employee award certificates 
as against allowing employee hand- 
books; or of forbidding car cards 
but allowing conventions-by-mail; 
or of forbidding messages on health, 
nutrition and welfare but permitting 
time tables, an impossible situation 
will immediately arise. 


On the other hand, already exist- 
ing controls, based on mechanical 
limitation (together with an educa- 
tional program as outlined here- 
with) plus classification of users 
(W.P.B. 2973) will in themselves 
be thoroughly effective. 


Section I 


Advertising and public relations 
printing in a great majority of in- 
stances effectively serves the na- 
tion’s wartime needs. 


It is a fair basic premise that 
some advertising and public rela- 
tions printing is useful (a premise 
which is supported by the pro- 
nouncements of almost every lead- 
ing official in Washington as well 
as by business itself). 


The question with which we are 
immediately concerned then, is 
which advertisements and which 
public relations messages are war- 
useful. Is there any formula which 
will equitably separate the useful 
from the wasteful? 


A formula must be based on the 
evaluation of the major types of ad- 
vertising and public relations litera- 
ture. The industry turns out count- 
less thousands of pieces of printing 
representing more than half a bil- 
lion dollars a year and it would be 
impossible, therefore, to set up any 
administrative machinery whereby 
each individual piece could be 
judged either in Washington or by 
regional officials. 
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Further, then, it is fair to state 
that even individual judgments 
would be ineffective unless a com- 
plete background picture of the in- 
dividual piece of printing were 
studied. For example, one particu- 
lar government publication, recently 
criticized as wasteful of pulp, was 
discovered to be a condensation of 
important data formerly covered in 
six publications. As another ex- 
ample, the comprehensive factual 
statement of a company’s part in 
the war effort might be thought to 
use “too much paper” where actu- 
ally only a limited number of copies 
had been prepared to send to indi- 
viduals, who, in order to exercise 
proper judgment, needed the mate- 
rial. Other printed pieces — large in 
size — apparently consume needed 
pulp, yet they have contributed 
tremendously to the saving of rub- 
ber, of essential transportation, of 
critical metal, or have helped im- 
portantly in organizing the country 
for War Bond drives. 


As the approach to the problem 
must be handled in terms of major 
groups, we have divided our mate- 
rial under the following five sections: 


1. Advertising and public relations lit- 
erature designed to promote gov- 
ernment-inspired messages. 


2. Advertising and public relations 
literature designed to create un- 
derstanding of the American sys- 
tem of enterprise in general, as 
well as to foster the advertiser’s 
own interest. 


3. Public relations literature designed 
to increase production through fos- 
tering labor-management  under- 
standing. 


4. Advertising and public relations lit- 
erature seeking to preserve the 
tremendous corporate investment 
in consumer good will. 


5. Advertising literature designed to 
sell products either now or in the 
post-war period to manufacturers, 
dealers or consuming public. 


In studying what these five groups 
are, the objectives that printed 
pieces serve in each group, and the 
types of companies using such ma- 
terial, three factors may be kept 
in mind: 


1. The groups described are inclusive 
of practically all material which 
could possibly fall within the scope 
of a report on printed advertising 
and public relations literature either 
distributed by mail or distributed 
direct to selected individuals or 
groups. 


2. It is difficult to set up major groups 
which do not overlap. For example, 
frequently one given piece may 
combine employee morale building 
objectives with that of carrying 
government messsages on such 
subjects as car-pooling and anti- 
inflation. 


3. The printed pieces in all five of 
the groups are, by and large, of 
great importance to American busi- 
ness and the nation’s welfare pre- 
cludes elimination of any one of 
them. 


THE FIVE MAJOR GROUPS OF 
ADVERTISING AND PUBLIC 
RELATIONS PRINTING 


I. Advertising and Public Relations 
Literature Designed to Promote 
Government-Inspired Messages. 


Millions of dollars have been spent 
by advertisers in carrying govern- 
ment-inspired messages. All media 
have contributed generously and 
effectively. The Graphic Arts Victory 
Committee has devoted itself to 
learning the needs of government 
agencies and has made it possible 
for their messages to be carried by 
advertisers through the coopera- 
tion of advertisers’ and producers 
throughout the country. 


The detailed activities of the com- 
mittee are so well known by those 
in Washington who are concerned 
with the sale of War Bonds, Con- 
Servation, Rationing, Manpower, 
Safety, etc., that they are not listed 
herewith. The accompanying Graph- 
ic Arts Victory Committee “Guide 
Book” and other printed material 
as shown herewith, however, does 
indicate the number of vitally im- 
portant campaigns on which adver- 
tising and public relations printing 
are making a contribution of con- 
tinued importance. 


So great has been the cooperation 
of the advertisers and producers 
that almost all of the material is- 
sued today is keyed directly to the 
war effort. Advertisers are building 
their messages around the facts 
which Washington wants presented 
and in a majority of instances the 
advertiser’s own story is secondary. 


Companies that emphasized com- 
fort in the home in peacetime now 
educate the public on fuel conserva- 
tion through proper insulation. 
Companies that advertised quality 
foods are now teaching the public 
the fundamentals of proper nutri- 
tion. Companies that sold hundreds 


of millions of dollars worth of mer- 
chandise to autoists are educating 
the driver on how to make his tires 
last longer and how to make his 
gasoline stretch farther. ; 


The almost immediate realization 
of American companies on how ef- 
fective their advertising could be in 
the country’s interests is a tribute 
to American democracy. Printing 
with peacetime objectives virtually 
does not exist. 


II. Advertising and Public Relations 
Literature Designed to Promote 
a Better Concept of the Ameri- 
can System of Private Enter- 
prise. 


Not a day goes by without a talk 
by several of the nation’s leaders in 
government and in business on the 
subject of our system of free en- 
terprise. It is not the purpose of 
this report to list the pronounce- 
ments, or to attempt to evaluate 
what the responsibilities of business 
are today or in the post-war years 
ahead. 


It is the purpose of this report, 
however, to record the fact that 
government and business leaders 
alike appreciate that our economy 
is in a state of flux and that Amer- 
ican industry must assume a place 
of leadership which it has never had 
before. 


In taking this leadership, business 
must be articulate in order to win 
and hold its place in the respect of 
the American people, among its con- 
sumers and its stockholders or with 
the general public. It is only on the 
basis of confidence on the part of 
all of these groups that business will 
be able to effectively discharge its 
responsibilities. 


This confidence is developed in 
part by certain types of public re- 
lations printing, including the prop- 
erly conceived report on a compa- 
ny’s war activities; the anniversary 
book recording the growth and use- 
fulness of corporate enterprise; the 
annual report to stockholders and 
employees; cooperative industry 
campaigns, etc. 


Some of the nation’s leaders in 
American industry who have not 
only an appreciation of the need, but 
who have been active in the general 
interests of business rather than 
their own selfish interests are: 
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Preserve ALL THAT CHRISTMAS IS 


Give [ar Bonds 


Worship ... Peace on earth... Home... Starry-eyed children... 





Freedom ... Everything that Christmas means to God-fearing free 
Americans is identical to those ideals for which we fight. Ideals which 
War Bonds help preserve. More families are separated this year than 
ever before, and useless giving actually becomes offensive to people 


who give their men and women to save America. This is the year to 





give War Bonds and Stamps and provide new power for American 





arms. Buy for those in service. Then get bonds for folks at home 


...and for yourself. First of all this Christmas, Give War Bonds! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 





MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 





DISTRICT SALES OFFICES 
NEW YORK + CHICAGO * PHILADELPHIA * CLEVELAND * BOSTON ¢ ST. LOUIS * CINCINNATI * ATLANTA 








Container Corporation of Amer- 
ica; E. I. Du Pont; General Electric 
Company; General Motors Corpora- 
tion; Pepperell Manufacturing Com- 
pany; Radio Corporation of Amer- 
ica; Standard Oil Company (New 
Jersey). 


Ill. Public Relations Literature De- 
signed to Increase Production 
Through Fostering Better La- 
bor-Management Understand- 


ing. 


It is impossible to say to exactly 
what degree public relations printed 
material has speeded war produc- 
tion. The problem of handling thou- 
sands of new workers, however, has 
led alert management to the use of 
this media to accomplish many ma- 
jor objectives, including the expla- 
nation of: 


Employment Opportunity 

Terms of Employment 

Company Policy 

Intent of Management 

Working Methods 

Individual Job Operation 

Safety, Health and Welfare Factors 
The Need for Cooperation 


The Evils of Absenteeism 


One of the first companies to note 
the potential was Cessna Aircraft 
Corporation, Wichita, Kansas. This 
company established a pattern for 
employee morale handbooks which 
has been copied by companies 
throughout the country. Other lead- 
ers have been: 


The American Tobacco Company; 
The Baldwin Locomotive Works; 
Beechcraft Aircraft Corporation; 
Broonton Molding Company; 
Bridgeport Brass & Copper Com- 
pany; Continental Can Company; 
The Dumore Company; Eastern 
Aircraft Division, General Motors 
Corporation; Lincoln Electric Com- 
pany: Munsingwear, Ine.; The 
Namm Store; Oneida, Ltd.; Pepper- 
ell Manufacturing Company; The 
Pfaudler Company; Pratt & Whit- 
ney; Revere Copper & Brass, Inc.; 
Stromberg-Carlson Telephone Mfg. 
Company; Summerill ‘Tubing Com- 
pany. 


\ 


If restrictions were placed on a 
specific type of printing in this field 
someone would have to act as judge 
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of what types of printing should be 
eliminated. For purposes of expla- 
nation, let us suppose that someone 
in Washington assumed that the 
house magazine could be dispensed 
with in our wartime economy: He 
would be faced with such facts as: 


a. That a great majority of house 
magazines are now written by em- 
ployees, primarily in terms of their 
own, not the management’s in- 
terests. 


b. That house magazines have been 
a vitally important morale builder. 


c. That house magazines have assisted 
materially on every major govern- 
ment campaign, 


d. That the house magazine has kept 
the members of the working army 
in touch with the men and women 
of the Armed Services. 


e. That the house magazine has ori- 
ented new employees. 


f. That the house magazine has pro- 
vided instruction in procedures 
which have greatly reduced war- 
time costs. 


These are, to mention but a few 
of the house magazine’s objectives, 
only for the purpose of illustrating 
the complexity of one given type of 
printed material. 


IV. Advertising and Public Rela- 
tions Literature Seeking to Pre- 
serve the Tremendous Corpo- 
rate Investment in Consumer 
Good- Will. 


Advertising has been a keystone 
of companies. selling consumer 
goods. Advertising has incontest- 
ably proved its efficiency in terms 
of producing distributing at the 
lowest possible cost. It has been 
proven again and again, however, 
that the public soon forgets when 
advertising is discontinued. Amer- 
ican business, therefore, has been 
rightly careful to keep its name, its 
reputation, its standard on prices 
and profits, its trade-marks, con- 
stantly in the consuming public’s 
eye. 


In the last World War, 17 impor- 
tant companies, great names _ in 
American business before the last 
war, stopped or greatly reduced 
their advertising. Today, even the 
memory of their names is gone. 


Six companies sold out to or were 
absorbed by competitors. 


One company failed and went out of 
business, 


One company went into receivership. 


One company was deflated 97% in 
personnel. 


One company lost 81% of its sales 
volume. 


One company ended with two cus- 
tomers. 


Three companies completely lost 
their leadership. 


One company was operated by the 
banks. 


Two companies found that compet- 
itors had grown at their expense. 


Compare these with the following 
set of companies who never ceased 
their advertising. Everyone has 
stayed a household word in Ameri- 
can homes; everyone is on the honor 
roll of the War Production Drive 
Headquarters; everyone is a proud 
possessor of the enviable Army- 
Navy “E” War Pennant: 


Hoover Suction Vacuum Sweeper 
Company; Henry Disston and Sons, 
Inc.; Remington Arms Company; 
Eastman Kodak Company; Seth 
Thomas Clock Company; Western 
Clock Company; Gillette Safety Ra- 
zor Company. 


The subject of another important 
phase of this subject, grade label- 
ing, has recently been covered ex- 
cellently by a study, “You and Your 
Brand,” made by the Association of 
National Advertisers. It can leave 
no doubt in the mind of the person 
interested in the future of American 
corporate enterprise that business 
must continually keep its trademark 
and its name before the American 
public. 


Large advertisers are destined to 
be an important bulwark in our na- 
tion’s reconstruction period. Em- 
ployment will be a major considera- 
tion and those who have studied the 
subject believe that the transition 
from defense to peacetime ac- 
tivity must be made as quickly 2S 
possible. One sure way to hasten 
that transition is to be sure that 
advertisers have maintained their 
ability to sell goods by keeping their 
names and products before the 
American public so that they do 
not have to rebuild their entire 
sales activity. 


So far we have talked of the large 
advertiser but equally important are 
the hundreds of thousands of small 
businessmen who depend equally on 
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@., an afternoon in April, 1860, an expert rider mounted on a flect pony dashed out of 
St. Joseph, Missouri, carrying letters and news, destination the Pacific Coast, two thousand miles 
away. It was the birth of the PONY EXPRESS. Relays of other riders rushed the precious saddle- 
bags over the rugged trail to San Francisco in nine days. The world stood amazed, and editors 
wrote: “HORSE AND MAN VANQUISH TIME AND DISTANCE.” @ @ The Pony Express of 1860, 
like the antique printing press of the same age, is now but a romantic memory. But both Pony and 
Press remain significant of vital facts. Each served its purpose in a pioneering age. Each was the 
forerunner of tremendous developments in the printing and transmission of news. The demands of 
the future upon air service and the lithographic and printing press are unpredictable, but even 
now editors could pen the headline: PLANE AND PRESS VANQUISH TIME AND DISTANCE. | 


NOW AVAILABLE. Complete and comprehensive Guide Book 
of Essential Wartime Printing and Lithography. 64 pages (8%" 
x 11") of detailed description and information on every government 


public relations problem which can be aided by printed promotion. 
We shall be glad to obtain a copy for you . . . or write direct to 
Graphic Arts Victory Committee, 17 East 42nd St., New York City. 


HARRIS - SEYBOLD- POTTER: COMPANY 
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MANUFACTURERS OF OFFSET LITHOGRAPHIC ¢ LETTERPRESS MANUFACTURERS OF PAPER CUTTERS AND TRIMMERS ¢KNIFE 
AND GRAVURE PRINTING MACHINERY * © © © @ GRINDERS *DIE PRESSES * WRIGHT DRILLS > MORRISON STITCHERS 




















printed advertising to prepare them 
for efficient sales operation. Any 
move that would take away the 
power of the small advertiser to 
issue his material while permitting 
the tremendous national advertiser 
to carry his message in some media 
not available to the small advertiser, 
would be completely unjustifiable. 


V. Advertising Literature Designed 
to Sell Products Either to Manu- 
facturers, Dealers or the Con- 
suming Public Either Now or in 
Postwar Period. 


It is a favorite practice of those 
not acquainted with direct mail to 
make a collection of the material 
which they have been recently re- 
ceiving and to term it wasteful. 


The fact of the matter, however, 
is that direct mail has proved itself, 
over a period of many years, as the 
most economical way of selling cer- 
tain types of goods or services; if 
it had not been so, it would never 
have stayed in existence, let alone 
constantly grown in scope and im- 
portance. (See figures on increase 
of third-class mail.) 


Therefore, while advertising is 
still permitted, it is not equitable to 
permit advertising of products in 
one type of media while prohibiting 
equally or more economical types 
of advertising in other media. Mail 
order advertising runs the gamut 
from the tremendous catalogues of 
Sears Roebuck, Montgomery Ward 
and the Chicago Mail Order, to the 
folders of the Haband Company, 
sellers of men’s neckwear. In both 
cases, the objectives and the results 
are the distribution of needed goods 
at the lowest possible cost. It will 
not be equitable to allow these or 
other advertisers, (even were it 
possible), to use paper in the form 
of newspaper or magazine space 
while preventing it in the form of 
direct mail. 


The other forms of advertising 
and public relations literature in 
this field are numerous. Each and 
everyone has come into existence 
because of the specific purpose it 
serves which no other media can 
serve as effectively. It may be a 
question of detailed, factual infor- 
mation; it may be a question of 
small known markets; it may be a 
question of proved returns on direct 
mail as against other media. 
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As an example, let us consider 
the full-page newspaper advertise- 
ment in a Washington paper on a 
company’s war operation. Admit- 
tedly this is designed to appeal only 
to opinion-forming leaders and Con- 
gress, and the various government 
agencies. The use of paper is con- 
siderable. For a 20th or even a 50th 
of the amount of paper consumed, 
a thoroughly documented report 
could be printed and sent to the 
known list of those who should have 
the information which the company 
rightly desires to make available. 


In conclusion, advertisers and 
producers who use pulp products 
are willing and anxious to make 
their proportional contribution in 
terms of utilizing only a percentage 
of the material processed in the 
past year. 


Further, those in non-essential 
industry can see the necessity of 
receiving less preferential treat- 
ment than those directly concerned 
with war products. Arbitrary elimi- 
nation, however, of the opportunity 
to use the media best adapted to 
their needs, while messages of this 
type can be carried in any other 
media, is considered unfair and in- 
equitable. 


Section II. 


The chart shown on page 10 lists 
along the top line the various types 
of advertising and public relations 
printing. The left-hand column, 
based upon the War Manpower Com- 
mission’s statement of essentiality, 
suggests the groups which deserve 
preferential treatment. 


In the considered opinion of the 
Graphic Arts Victory Committee, 
anyone who attempts to fill out this 
chart in terms of which pieces 
should be permitted to essential war 
industry, to the government and to 
essential civilian industry and which 
should not be permitted, will begin 
to get an adequate picture of the 
absurdity of issuing directives in 
terms of specific end-use. 


Further, it is probably not within 
the province of the War Production 
Board to act as censor on the free- 
dom of the press. The little man has 
just as much right to his mimeo- 
graphed release as the great city 
newspaper has to make its state- 
ments. Inevitably, any attempt to 


prevent the use of paper by speci- 
fication of terms of end-use would 
be an infringement on the freedom 
of the press and would fall more 
naturally within the province of the 
Censorship Board of the Office of 
War Information or the Department 
of Justice, than it would within the 
scope of an agency primarily con- 
cerned with products. 


The fact that the public would in- 
terpret end-use directives as a re- 
striction on the freedom guaranteed 
to them by the Constitution would 
mean costly law suits which would 
delay the desire shared by both gov- 
ernment and industry of conserving 
paper and conserving it immedi- 
ately. 


Section III. 


How can paper be effectively ra- 
tioned in the fields of printed adver- 
tising and public relations material? 


One effective control has already 
been established by preparing a 
classification of users of paper. 
Paper mills must conform to these 
classifications in appropriate per- 
centage in receiving their pulp al- 
location. This move automatically 
gives priority to the groups who 
must have it in the nation’s war 
interest. 


The second method is already in 
use and entails conservation of 
paper through scientific control of 
consumption both in terms of per- 
centage in comparison to former 
years and in terms of mechanical 
controls. The paper stretching folder 
of the Graphic Arts Victory Com- 
mittee hightights conservation meth- 
ods which may be applied effective- 
ly by advertisers and producers 
alike. In addition to this, certain 
directives might well be issued in- 
cluding controlled format to elimi- 
nate waste in cutting, to use all 
available space to carry the mes- 
sage, to establish type and margin 
limitations, to abolish French folds, 
to use both sides of stationery, to 
“eliminate bleeds, etc. This activity 
must be backed up by proper edu- 
cational campaigns emanating, in 
the Graphic Arts Victory Commit- 
tee’s opinion, from both responsible 
trade groups and the War Produc- 
tion Board itself. It should reach all 
buyers of advertising and public re- 
lations literature through: 
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MR. E. W. THOMSON Vice-President 





l N RESPONSE to a constant and growing demand, the undersigned respectfully take this means of informing the public, and their 
friends in particular, that they have taken 





0 NEW AIND MoRE COMMODIOVUS QUARTERS 4 


upstairs* at the present branch location of their writing establishment, 521 Fifth Avenue, close by the 
Grand Central Depot in New York City, and that 











— SSS q RR} Cu IRS 
taking the place of Vice-President John Sweet, now in the service of his country. Mr. Thomson, whose talents have not gone unnoticed, 
will be available daily except Sunday (and then in case of dire emergency) either on the premises or elsewhere for consultation with 
customers and others desirous of bringing their product or service to the notice of the public. 
Mr. Thomson feels fortunate in having available now in New York the services of Mr. Howard M. Wilson, heretofore of the Boston office, 
whose long experience with words and facility at handling same in the 


(Rost fashionable manner 


well qualifies him to create reading notices, pamphlets, booklets, letters and the like warranted to interest and stimulate action on the 
part of the reader. 
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We need hardly say that these moves will assist in expediting orders for writing entrusted to us in New York and vicinity, and that 
henceforth ail such orders will be 


Executed on the “ype Writer” 


as is the manner in Boston, the proprietors having been fortunate in securing one of these machines for the New York premises, together 
with a young lady to operate same. This “type writer’, of which it is said hundreds are in use, is a handsome device 


CU Dupetieding the 2D én and which spells out the words in good clean type as clear as the clearest print. 
oa _ . Thus, all who would please favor us with their patronage, need have no fear 
that the reading of handwritten compositions or missives from Dickie-Raymond, Inc. would prove irksome. 





We desire to assure those disposed to think otherwise that HEADQUARTERS of the establishment will remain 
= IN BOSTON AS HERETOFORE, ~ 


but particularly to friends in New York and its environs we commend this new arrange- ———— 
ment as one well calculated to serve their best interests. 


We beg leave to express our warmest thanks to those who have entrusted us with their writing assignments, for the honor and confidence 


they have reposed in us for the past twenty-two years since opening the establishment, and trust we may claim their future preference and 
patronage. 








Tel. Exchange Conn. 


Friends and Well~Wishers 


are cordially invited to inspect the 
new premises, at the sign of the 
crossed quills, where Mr. Thomson 
and his associates are now storey on foot. 


DICKIE-RAY MOND, Inc. 


Wess ObservetheNo.’s: 521 Fifth Avenue, New York17 w»w° 80 Broad Street, Boston 10 —<s2yfy 
TESTIMONIAL SL ANIALAARLAALAADAMAAAL AALS TESTIMONIAL 


“The constant demand for the services of “Dickie-Raymond is a well-known and re- 


“err - ; spected advertising firm, with whom many of 
a a on — hn én” mci | OouUR MOTTO the largest advertisers in the country main- 


Public, who have acknowledged their writing 2— Choice writing of all kinds, with ee eae See eee: Se 

. : ae Raymond and his associates are characterized 

. of aa to that of om imitators, = the best of male and female = by "dalaealiian the most strict integrity, and 

f this § ere are many. e new quarters a ee fidelity to details. Estimates are cheerfully 

or t th rm are supremely handsome, and = ee ee = furnished and advertisers would do well to 

an - se to pursue successfully a jad | N ji call on Dickie-Raymond before placing busi- 
y prosperous. 4 Adi ness elsewhere.” 


—The Journa! —The Advertisers Gazette 


Murray Hill 2-5330 


* “Vertical railway’’ service (or “‘lifts’”’ 
as they are known in England), is 
maintained for the convenience of the 
elderly and infirm, and for others who 
do not chuse to ascend to the 19th 
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Properly direct publicity. 
b. Through liaison with all trade or- 
ganizations. 


c. Through the education of produc- 
ers’ salesmen. 


d. Through direct mail to the adver- 
tiser. 


e. Through the establishment of in- 
centives by trade organizations in 
the form of awards for successful 
wartime printing. 


The Graphic Arts Victory Com- 
mittee feels it can play a useful 


roll in advancing this educational 
campaign and will cooperate with 
all other groups planning to work 
with the War Production Board in 
this connection. 


Immediate action will be taken in 
line with your expressed views with 
a certainty that properly directed 
activity will result in a desired cur- 
tailment of the use of pulp in the 
fields of advertising and public re- 
lations printing. 


{| WHAT’S THIS DEPARTMENT? 
We have just received a multigraph- 
ed filled-in letter from a noted hotel 
in Palm Beach, Florida ... urging 
us to give ourselves a Christmas 
present of a trip to Florida. We think 
this is silly advertising during a 
time when the government is urg- 
ing everyone to forego travel... 
to conserve transportation. 


Somebody should whisper in some- 


body’s ear... there’s a war going 
on. 











PRALTING FOR FSSENSIAL INDUSTRY 


(This list is bssed upon the Kar Ilan- 
vpower Commicstion'« statement of essen- 
tiality.) 
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Prominent Users of Strathmore Letterhead Papers: No. 43 of a Series 





PAPER IS PART OF 


TODAY’S 
PICTURE 


Current Strathmore advertising 





points out how essential paper 
is to the war effort, features 
leading industries that use 
Strathmore in their Victory 
programs, stresses the point 
that good letterheads help 


¥ 
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\ | maintain the reputation every 
© | % Does your letterhead firm is guarding today. 
» x*k 
Spe d ()} OMOTTOW 2 This series appears in: 
FORTUNE 
These parachutes, protected by Carrier-conditioned TIME 
air, wait to carry their precious cargo to safety or combat. Their cloth BUSINESS WEEK 
was woven in mills air-conditioned by Carrier. In a hundred ways, the UNITED STATES NEWS 
vast technical resources of Carrier Corporation today serve a nation NEWSWEEK 
at war. Tomorrow, wartime developments in refrigeration and air- FORBES 
conditioning will help build a new and better peacetime world. ADVERTIS!NG & SELLING 
Carrier letterheads on Strathmore paper .express the TIDE 
progressiveness of a great organization. YOUR letterhead, representing PRINTERS’ INK 
you in all business contacts should build for today and speak for SALES MANAGEMENT 


tomorrow. Now that lighter weight papers are a wartime necessity, 
quality becomes more important than ever. The Strathmore water- 
mark is an assurance of quality. 


Strathmore Papers for Letterheads: Strathmore Parchment, 
Strathmore Script, Strathmore Bond, Thistlemark Bond, 
’ Alexandra Bond, Bay Path Bond and Alexandra Brilliant. 


"STRATHMORE 7 


Strathmore Paper Company, West Springfield, Massachusetts 








MORE LETTER FORMULAS 


Many formulas have been suggested to help letter writers. 
Samstag of Time, Inc.) don’t like any formulas. Many of the formulas conflict. No 
matter whether you like formulas or not ... we believe that orderly (1-2-3) thinking 


about letters improves the average letter writer. 





Some people (like Nick 


So we'll give you another set of 


“rules” ... advanced by our old friend Howard Dana Shaw at a recent monthly luncheon 
of the Wilmington (Del.) General Agents and Managers Association. Put the seven 
points in your scrap book. 


If you’re interested in really mak- 
ing letters work for you, let me offer 
some concrete suggestions. There 
are lots of different sets of rules 
and principles and “don’ts” for writ- 
ing effective letters; I have written 
some myself. Letter specialists call 
our attention to common fallacies 
in letter writing. But from all these 
rules and fallacies, I’d like to sug- 
gest seven points which I believe are 
most frequently overlooked by those 
who write letters. 


1. Point number one: Think of the 
tone-of-voice of your letter more than 
the exact meanings of the words and 
sentences. A letter, being a personal 
contact, has a personality—and it is 
the personality, not the grammar, that 
brings about the effect on the reader. 
For the writer to feel this emotional 
force of a letter as the reader will feel 
it is difficult. You need help. So I 
suggest that you get your secretary 
or somebody to criticize your letters 
from this standpoint. Another method 
is to mail an important letter to your- 
self at home where you can open it 
under the lamp with your other mail 
and see it with some perspective. 


2. The second suggestion I would 
like to make, involving a point very 
widely neglected by letter writers, is 
this. Think of every letter you write 
from the standpoint of its impact on 
the reader. Analyze the material and 
the language in the ietter thinking of 
its meaning. to the man who is going 
to receive it. Design the whole let- 
ter, in fact, around the reader and his 
ideas, viewpoints, problems, preju- 
dices, beliefs—instead of around your 
own thoughts. Every letter revolves 
either around the writer or the reader 
—and 98 per cent of them are the 
former, They are author-centered. So 
get over on the reader’s side of the 
fence; put on his spectacles. Then 
you can write something that will 
have an influence on him. The im- 
portant thing is not how it sounds to 
you, but what it does inside his head. 





3. Point number three: Don’t worry 
about the form of the letter. Some 
of the most effective letters I have 
seen are not letters at all—yet they 
definitely retain the flavor of a per- 
sonal contact, a communication from 
one person to another. When I was 
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in the field in Baltimore, I remember 
writing a little memo for one of the 
other agents in the same agency — 
just about thirty or forty words on a 
small sheet of paper headed “Memo.” 
It was a straight invitation to send 
for information on business insurance, 
and 8 per cent of them came back— 
opening the door for an interview. An- 
other message I used quite effectively 
to pre-approach my own calls was 
nothing but a list of questions and 
answers headed “What you should 
know about your present life insur- 
ance policies.” In my present business, 
I am using a letter which is con- 
sistently getting 25 per cent results 
in inquiries. I call it a letter, but it 
has no fill-in, no salutation, no date, 
no signature. The thing that pays 
off in a letter is not its form or ap- 
pearance, but what you say. 


4. Fourth point: Don’t try to write 
the way you talk. The written word 
is almost like a separate language from 
the spoken word, You hear the “ex- 
perts” frequently preach that a let- 
ter writer should write as he speaks. 
If he means you should be sure to 
use simple, natural, homely words to 
put your message across, he has hit 
upon an important point in letter 
writing. But you can’t write as you 
talk. Contractions, for instance (can’t, 
won't, aren’t), and a great many of 
the everyday idioms of conversational 
language, are very hard to read—dif- 
ficult to figure out when in printed 
form. Obviously, the important thing 
about a letter is how it reads. 


5. One of the commonest fallacies 
about letters, I guess, is that they 
should be short. Yet no one ever proved 
that a long letter isn’t effective, and 
some of the most powerful letters, in 
terms of measurable results, are quite 
long. I know a mail order company 
that used a nine-page letter and did 
better than they had ever done before. 
I recently had the good fortune to 


write a letter that did exceptionally 


well in bringing back actual orders— 
and it was four pages (which no self- 
respecting direct mail “expert” would 
permit). The mail order man’s rule 


is this: In order to bring about the 


effect you want in the reader’s mind, 
you must answer all the questions and 
objections that stand in the way. A 
letter should be brief, always, but it 
should tell enough to satisfy the reader 
or bring about the result in his think- 
ing that you seek. One of the chief 
troubles in striving for shortness is 


that, to the reader, you will sound 
abrupt. When you speak, the intona- 
tion and personality of your voice will 
take care of carrying the meaning; 
but when you write you must be care- 
ful that the reader understands your 
attitude. 


6. The forgotten factor of letter 
writing is believability. The advertis- 
ing man and salesman often say that 
the way to succeed in business is to 
offer people something they want. But 
that isn’t enough. You must make 
them believe your offer. This applies 
to letter writing, too. You can write 
to an agent and offer him more com- 
mission money, or to a prospect and 
offer him a liberal retirement income, 
and if he doubts how you can do it— 
or questions your. sincerity—your 
words don’t mean a thing. Again, it’s 
not what you say: it’s what he ac- 
cepts—what happens to your words 
when they arrive at their destination, 
the inside of the reader’s brain. 


7. One more point. No matter what 
kind of a letter you are going to write 
or dictate, stop first and ask yourself 
this question: What am I trying to do? 
What is my aim or purpose in writing 
this letter? Every letter has an ob- 
jective, or you wouldn’t write it; and 
it helps to clarify that objective in 
your mind before you begin to get in- 
toxicated with your own words. Words 
have a way of carrying you astray 
unless you know where you’re going. 
I don’t know any more important rule 
of letter writing than this: Before 
you write, and as you write, KEEP 
IN MIND WHAT YOU WANT DONE. 


We hear a lot of talk these days 
about inflation. The goods we pur- 
chase with dollars are relatively more 
scarce than the dollars—which makes 
each dollar worth less. I'd like to 
submit that there is another very per- 
nicious kind of inflation today—effort 
inflation. The results of our work— 
the things we buy with our efforts— 
carry a higher price tag. We must 
pay more in work and thought and 
activity to get the same end result in 
income and success. Unless we give 
serious thought to counterbalance this 
condition, our units of work are worth 
less. 


One of the best ways to fight this 
effort-inflation is by means of intel- 
ligently used letters as an adjunct to 
your normal activities of managing 
and selling. 
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TO DIRECT MAIL” 


says Jan Van Eerde 
noted artist and 
typographic designer 





“Another thing I like is that they cover so vast a 
range of designs that I can get any effect I want 
with them. Often the whole layout scheme starts 
with the type. A face is selected that suits the sub- 
ject ...and the type itself then dictates the char- 





acter of the layout. That's the way the ‘planning 
board’ specimen at the left was created entirely 
around Grayda. You've got to have good types 
to get that sort of inspiration...and ATF has them.” 


Have you a copy of the ATF Red Book of 
Types? If not, send for one on your letter- 
head. Also, single page showings includ- 
ing complete alphabets of the following 
and other ATF type faces. 


Stymie Bold Condensed 
BALLOON LIGHT 
Gnayda Tower 


Bernhard Modern Bold 


@ -Anevican 
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This advertisement is set in Alternate Gothic, 


Commercial Script, and Stymie Medium. 200 ELMORA AVENUE - ELIZABETH 3, NEW JERSEY 








A New Idea for Building 





A Direct Mail Campaign 


Leon Bamberger, Sales Promotion 
Manager of RKO Radio Pictures, 
Inc., New York City, is well known 
to most Direct Mail people for his 
originality in designing tricky and 
clever mailing pieces. Many of his 
campaigns have won places in the 
Annual Direct Mai! Leaders Contest. 


Leon called us up some time ago 
to complain that it is hard to think 
up new ideas .. . hard to keep on 
being clever all the time. He asked 
whether we thought it would be all 
right to stage a contest for good 
Direct Mail ideas. We said “yes.” 
So... we are herewith reporting on 
the first Direct Mail contest of this 
kind (so far as we know). Leon 
Bamberger is sending the following 
letter to approximately 8,000 the- 
atre owners and managers. The let- 
ter, with the contest rules, is self- 
explanatory. 


RR es oe kh eee eee een ; 
Theatre, 

Address, 

City and State. 


Dear Mr. - 





Would you accept a check for $300.00 
from RKO for an idea? Frankly, I’m 
stumped and maybe you can help 
me out. 


For 12 years, I’ve been using Uncle 
Sam’s mails to tell exhibitors about our 
pictures, Booklets, broadsides, letters, 
novelties — practically every form of 
printed matter has been prepared in 
order to present each attraction to you 
in a different way. Perhaps I’ve used 
up all the adjectives in the dictionary, 
but anyway .... 


Along comes a picture now that I 
just don’t know how to handle. Every- 
one in Hollywood who's seen it says 
it packs a terrific emotional wallop— 
that it’s the last word in timely, dra- 
matic romance. 


Enclosed is a synopsis and a very 
appealing series of ads that our adver- 
tising department will run in the De- 
cember and January issues of leading 
general and fan magazines. They 
should give you the feel of the picture 
I am referring to. 


What would be YOUR idea of an- 
nouncing GINGER ROGERS in “TEN- 
DER COMRADE” to the trade by 
direct mail? Just rough out an idea 
and suggested copy for us. If it is 
the best submitted by any exhibitor, 
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theatre manager or advertising man, 
or circuit employee, RKO will pay you 
$300 as first prize. Additional prizes 
are $200, $100 and $50. You have an 
excellent opportunity to win one of 
these, with a little thought given to 
our problem. 


The judges will be Ned E. Depinet, 
president, RKO Radio Pictures; Ar- 
thur Mayer, well known exhibitor and 
treasurer of the War Activities Com- 
mittee; Jack Pegler of Foote, Cone and 
Belding Advertising Agency; and 
Henry Hoke, publisher of “The Re- 
porter of Direct Mail Advertising.” 


The few simple rules are attached. 
You do not have to be an artist to 
submit your idea. Our artists will 
visualize from your rough sketch or 
your mere description, such as, “Illus- 
tration here of Ginger looking at her 
husband’s picture” or, you can cut 
pictures you want from the ads and 
paste them on your copy. 


Hoping we may have the pleasure 
of an entry from you in this contest, 
and with all good wishes for success, 
I remain, 


Sincerely yours, 


LEON J. BAMBERGER, 
Sales Promotion Manager. 


CONTEST RULES 


Form of Mailing Pieces: 
Optional with you. 


Paper: Your idea must be practical for 
almost any kind of paper. With the 
present shortage it is impossible to 
obtain a great many different stucks. 
You may SUGGEST a certain type 
of paper, however PROBABLE 
SUBSTITUTION MUST BE ANTICI- 
PATED. 


Color of Paper: This also must be sub- 
ject to change if the particular color 
you want can not be obtained. It 
is best to figure on a white stock 
and that we would obtain your sug- 
gested colors from the printing inks 
used. 


Colors of Inks: Optional with you. To 
be limited, however, to four-color 
printing. 


Billing: Your mailing piece MUST in- 
clude the entire official billing as it 
appears in the magazine ads, i.e., 
star, title, cast, producer, director, 
etc.—all in comparable proportions. 


Remember: You are to advertise 
“TENDER COMRADE” to the trade, 
not to the public. 


Closing Date: All ideas must be post- 
marked before midnight, Monday, 
January 10, 1944. Address as follows: 


Mr. Leon J. Bamberger 
Sales Promotion Manager 
RKO Radio Pictures, Inc. 
1270 Sixth Avenue 

New York 20, New York 


—and mark on wrapper plainly and 
boldly: 


IDEA FOR GINGER ROGERS IN 
“TENDER COMRADE” CONTEST 


All decisions made by the judges will 
be final and all ideas submitted shall 
become the property of RKO Radio 


Pictures, Inc. 

Reporter’s Note: It seems to us 
that this contest idea offers unlim- 
ited possibilities in other lines of 
business, especially in the period im- 
mediately following the war. Will be 
glad to receive reports from others 
who may have been thinking along 
the same lines. Keep in mind the 
success of Labor-Management Com- 
mittees in getting top-notch slogan 
and poster ideas from plant em- 
ployees. 

e 


TRUTH IN ADVERTISING? (This 
one got the front page of the Wall 
Street Journal): A Tulsa real estate 
agent offered a house for sale in flow- 
ery terms. Nothing happened. Then 
he tried this ad: “Six tiny rooms, ratty 
decorations, leaky basement, muddy 
street, no bus, no furnace—$5,000.” 
He had teh calls and sold the place. 
—UNITED TYPOTHETAE OF AMERICA 
Bulletin. 


IMPORTANT! 


Once again we are reproducing the 
advance proof of the two page 
monthly Clip Sheet Mat Service in- 
augurated by the Graphic Arts Vic- 
tory Cominittee. As reported last 
month, the copy for this Clip Sheet 
Service is prepared in Washington 
by representatives of the Graphic 
Arts Victory Committee, the Adver- 
tising Federation, the Advertising 
Affiliation, and the OWI. The GAVC 
then handles the typesetting and the 
making of the mats, which are sent 
to all Advertising Clubs and Graphic 
Arts Associations throughout the 
country. Reactions to the first is- 
sue were excellent and many Ad- 
vertising Clubs are having these bul- 
letins localized and produced in their 
home town. Readers of THE RE- 
PORTER are urged to study these 
advance proofs ... because the in- 
formation can be used in your Di- 
rect Mail. And should!! 
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WAR MESSAGE 









Compiled in Washington by the War Advertising Committees 


of the Advertising Federation of America, The Advertising 


Affiliation and of the Graphic Arts Victory Committee in 
co-operation with the Office of War Information. 
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DECEMBER, 1943 





HOW YOUR ADVERTISING CAN 
HELP STOP INFLATION 









Every American is interested in inflation... 
and how to avoid it. National security ... the 
security of the individual ... depends on a 
strong national information program to hold 
prices down. Local advertisers have a direct 

to the home town public. Local adver- 

have the experience and the technique 
. and to 
get them to act. People will act... if they 
understand. 


What To Do 


In the coming months, wherever possible, 
try to inject these selling points into your 
advertising. 

. Buy only what you need. 
2. Pay no more than ceiling prices, buy ra- 
tioned goods only with stamps. 


_— 


3. Support higher taxes and pay them willingly. 

4. Pay off old debts and avoid making new 
ones. 

». Don’t ask more money for goods you sell 
or work you do. 

6. Provide for the future with adequate life 
insurance and savings. 
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- Buy all the War Bonds you can afford and 
hold them. 


Many types of advertising appeal can be 
Written around one or more or all of the seven 
point program listed above. All types of media 


can be used to spread the story .. . to fight 
inflation. 


Your local committee has available a copy 
of the government approved information pro- 
gram on economic stabilization. If you are 
Interested (and who isn’t?) in using part of 
your advertising to help this important cam- 


baign . . . be sure to 
material. study the background 








How To Use 
War Message Copy 





Each month the editors of this bulletin 
meet in Washington to analyze the essential 
wartime projects which need the most help 
from advertisers throughout the country. 
The job of telling the American people about 
these essential projects is a tremendous 
‘undertaking. It cannot be done by the gov- 
ernment alone. It should noi be left solely 
to large national advertisers. 


Advertisers in the home town can be of 
great help by describing the need for timely 
projects in their normal advertising mes- 
sages .. . whether they be radio, news- 
paper, outdoor, or printed promotion mes- 
sages. 


Study the programs described here. Se- 
lect the subject which can be most logically 
tied in with your own business .. . then 
get background information. “Slant” the 
copy to suit your own requirements. 











Advertising Can Help 


WAVES 


Recruitment 
Campaign 


Thousands of women have already joined 
the WAVES ... but thousands more are nccd- 
ed. The vitai story of the need for WAVLS 
should be carried to every eligible woman... 
by radio, by newspaper advertisements, by out- 


door posters, by printed literature. 


Local advertisers are in an ideal position to 


influence favorable opinion. 


Wherever possible, advertisers should carry 
a general recruitment appeal. They liay use 


the symbol shown in this item. 


You may want to emphasize that copies of a 
new book “The Story Of You In Navy Blue” 
are available at the nearest Navy Recruiting 
Office or write direct to “WAVES” Washing- 
ton 25, D. C. Advertisers themselves should 
study this colorful 52 page, illustrated outline 


of the WAVE Program. 


“Fight Paper Waste” 
IS IMPORTANT CAMPAIGN 
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OFFICIAL U.S. 
GOVERNMENT PROGRAM 


In a previous issue of War Message Copy, 
the over-all “Fight Waste” Program was briefly 
outlined. Future issues will cover the program 
more completely. 


For the present, all advertisers are urged to 
cooperate with an important sub-division of the 
prozram. Paper is one of the most critical 
shortages. , 

Three booklets have been issued, one, “A 
Manual of Suggestions,” by the Newspaper 
Committee of the Waste Paper Campaign; one, 
“Help Wanted,—to Save a Million Tons of Pa- 
per,” issued by the War Advertising Council and 
a third, “llow to Make Paper S-T-R-E-T-C-H,” 
issued by the Graphic Arts Victory Committee, 
17 East 42nd Street, New York 17, N. Y. 














KEEP BACKING THE ATTACK 
Loe Wee Loan Drive starts January 18th) 





Address the Graphic Arts Victory Commit- 
tee for copies of their bookiet. The Advertising 
Federation of America at 330 West 42nd Street, 
New York 18, N. Y., will supply copies of 
the other two. 


The campaign starts immediately. 


CADET NURSE CAMPAIGN NEEDS 
LOCAL AD SUPPORT 


In January the U. S. Cadet Nurse Corps will 
begin an intensive campaign to enlist eligible 
women in the Cadet Nurses. A large national 
advertiser will sponsor a cam- ° 
d,aign with extensive space 
in many national mass publi- 
cations. Local advertisers 
should tie-in with this cam- 
paign which will receive na- 
tional attention and interest. 

In connection with this pro- 
gram, the advertiser should 
emphasize this basic qualifi- 
cation: a high school edu- 
cation is required of every 
girl seeking to enlist. Promo- 
tion material, including a 
four-colored illustrated book- 
let, has been prepared. For 
complete information write the U. S. Cadet 

















Nurse Corps, Box 88, New York, N, Y, 








Give Stamps and Bonds... The Present With Future! 





CONTINUING DRIVES NEED YOUR SUPPORT 


The “Food Fights 
For Freedom” Cam- 
paign was described 
in a previous bulletin 
from this committee. 
If you missed it... 
ask for a copy ... and 
for other background 
material. 

Many local advertis- 
ers can tie-in with the 
vital food campaign. 
We give you below a 
calendar of advertis- 
ing timing .. . pro- 
posed by the O.W.I. 

“Advertisers are urged to continue to place 
heavy emphasis ‘on the reasons why we have 
a food problem, the importance of food in our 
war strategy, and to give as wide circulation 
as possible to the basic emblem and slogan 
throughout the year. In addition, special em- 
phasis will be placed on different “Action 
Phases” of the program in different periods 
as follows: 

January, February, March 

“Make Food Fight for Freedom by keeping 
the Home Front Pledge to accept no ration 
goods without giving up ration stamps—to pay 
no more than top legal prices. In that way 
you share and play square with your food 
supply.” 

April and May 

“Make Food Fight for Freedom by growing 
more in °44. Plant or participate in a victory 
garden—register to join the U. S. Crop Corps 
and help on a farm or in a processing plant 
on a spare or fulltime basis. If you’re a farmer, 
meet your production goals.” 

June, July and August 

“Make Food Fight for Freedom by conserv- 
ing food. Avoid waste—clean your plate—use 
your left-overs. Preserve fresh perishables by 
canning, brining, drying and storing. Join the 
UL. S. Crop Corps and help get in the harvest 
—preserve our production.” 

September 

“Make Food Fight for Freedom by using our 
food most productively for health and strength. 
Plan and serve balanced meals built around 
the Basic 7—use the plentiful foods to stretch 
scarce foods and as alternates for scarce foods 
—serve and eat healthful breakfasts and 
lunches.” 


October, November and December 


“Same as first period with special tie-in with 
theme on Thanksgiving.” 











At Your Service! 


War Message Copy is sponsored by your 
local committee. Its members will be glad 
to help you in your efforts to support the 
campaigns outlined. Our representatives in 
Washington have supplied us, in most cases, 
with background material which is avail- 
able for your inspection. Call or write (fill 
in address and telephone). 


SPECIAL NOTE TO LOCAL COMMITTEE 
AND PRINTER: We have left room in this 
box so that you can insert information about 
your local committees and their activities 
-.. or so that you can list the names, ad- 
dresses, and telephone numbers of the chair- 
men of various functional groups such as 
Salvage, War Bonds, Nutrition, etc. 














HUSH, HUSH ... The Security of War Infor- 
mation Program is a continuous campaign. In 
a previous bulletin we 
gave you a halftone of a = 
the campaign symbol. t 2 F 
Here is a line drawing of A 
the same symbol. It can —s 
be reproduced in any = = 
size for various types of f - 
advertisements. All local \ es a 
advertisers should be Y | ‘ 
willing to tie-in with this ti , f° 
important project. Back- ee he 
ground material can be Cf a 
obtained from your local Ly: i 
committee. ” > ¢ 
x k * s 
DON’T TRAVEL ... is 
another important and 
continuous campaign. 
Background material was 
given in a previous bulle- 
tin and is available from your local committee. 
The people must know that staying home (re- 
lieving transportation) will help make the 
war shorter. 
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METER MESSAGES PROMOTE 
WAR CAMPAIGNS 


Advertisers who use metering machines 
in place of stamps should secure from the 
manufacturers of their equipment... proofs 
of the advertising slogans and designs of- 
fered by these manufacturers ... designs 
approved by the various agencies involved. 
At the present time, dies are in production 
for the following programs: (1) Security of 
War Information, (2) Food Fights for Free- 
dom, (3) Economic Stabilization, (4) Fight 
Waste, and (5) War Bonds and Stamps. 
Meter ads are valuable .. . for repetition of 
a single dominant thought. 











Tie in with the 


INDUSTRIAL SAFETY CAMPAIGN 


Local advertisers 
throughout the country, 
particularly in war pro- 
duction centers, should 
put advertising to work 
to help reduce produc- 
tion casualties. If you, as 
an advertiser, want to 
tie-in with the Safety 
Campaign, wesuggest 
that you read the Novem- 
ber 27 issue of Labor- 
Management News, produced by the War Pro- 
duction Drive Headquarters in the Municipal 
Building, Washington, D. C. Write to Herman 
Wolf, Campaign Manager, at the above address 
and he will not only send you a copy of the 
issue which emphasizes the Safety Campaign 
but if you request it he will place your name 
on the mailing list to receive the valuable 
weekly editions of Labor-Management News. 
The News gives you information on what the 
Labor-Management Committees are doing to in- 
crease production, reduce absenteeism, increase 
safety, etc. Advertising is playing a big part 
in the drive. Even advertisers outside the in- 
dustrial field can help in this important cam- 
paign by including safety messayes in appeals 
to the individual. 
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YOU CAN HELP THE 
WOMENS MARINE RESERVE 
CAMPAIGN 


Here’s another 
branch of the service 
in which women are 
needed to back the 
fighting forces. A _ re- 
cruitment campaign is 
scheduled from Janu- 
ary 24th to February 
13th, 1944. The Marine 
Corps is soliciting the 
help of advertising to 
publicise the need for thousands 
recruits. A book outlining the Womens Re. 
serve is available. Write Public Relations 
Bureau, U. S. Marine Corps, Arlington Annex, 
Washington 25, D. C.. Get a copy . . . and pro- 
mote in your advertising wherever possible. 


Pat the Boy Scouts 
on the Back 
and Back ’em Up 


Boy Scouts through the 
country are doing a whale 
of a job for the Government 
in acting as official O.W.I. 
dispatch bearers of War 
Message posters to retail 
stores ... twice each month. 
Almost all retail stores have 
agreed, through the Nation- 
al Retail Association, to dis- 
play these posters. 


But, of course, good results depend entirely 


on getting the local retailer to display the | 
posters immediately after they have been de- | 








livered to them. | 


The local readers of this bulletin can help 
by conferring with their local merchants and 
asking them to display the posters prominently 

. and to keep them displayed for the full 
period scheduled for each particular program. 





IMPORTANT PUBLICATIONS 
FOR ADVERTISERS 


Two books recently issued by the United 
States Department of Commerce, Bureau of 
Foreign Domestic Commerce, Washington, 
D. C., should be read and studied by every 
advertiser. Your local committee has copies 
for inspection ... but you can obtain your 
own through field offices of the Department 
of Commerce or by writing to the bureau 
in Washington. 


(1) “Advertising And Its Role In War 
And Peace.” 92 pages. States exactly the 
attitude of government officials toward ad- 
vertising. It is an important handbook for 


all advertisers. £ 


(2) “Community Action For Postwar 
And Profits.” 72 pages ... well illustrated. 
Members of local advertising groups should 
spearhead the local groups on the programs 
outlined. 

















Printing of this bulletin contributed to (LOCAL AD GROUP NAME) by (Print 
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Direct Mat aud Abr “lranrsportatiou 


In The Postwar Period 


THE REPORTER reprints part of a very interesting talk given at a recent 
meeting of the New York Mail Advertising Service Association by Edward 
Perlstein of Lee Letter Service. This subject deserves the attention and 
serious study of all users of the mail. It is not too early to start think- 
ing ... and planning. 


No place on the face of the globe 
is more than 62 hours away from 
another place by air * * The pres- 
ent status of the development of 
Air Transportation is still a military 
secret and will remain so until the 
war is won * * * Imagine the effect 
on a peace-time world of daily ar- 
madas of freight planes from New 
York to London, to Melbourne to 
Moscow. Visualize these giant air 
transports acting as locomotives 
pulling air freight and air mail 
trains of three or more gliders. 
Each glider can be cut loose as 
it comes over its destination with- 
out stopping the entire train. These 
air trains could carry a pay load 
of 190,000 pounds traveling at a rate 
of 150 miles per hour.. Distance be- 
comes an unimportant entity. Air 
transportation has reduced the time 
to travel to these places. 


No longer do the ports of the 
future have to be located on the 
seaboard or on rivers or railroads. 
Cities formerly grew up if they were 
located on a line of transportation 
or a waterway route. Today, air 
transportation makes it possible for 
inland cities to become places of 
great activity. Industry need not be 
located near a centralized area. 


What does this all mean to the 
Direct Mail advertising industry? 


As Air Transportation develops 
and grows, the rates for using air 
mail may well be brought down to 
around the rate we now pay for 
first-class mail today. We will then 
be in a position to offer the users of 
Direct Mail a faster medium for 
expediting their promotional ac- 
tivities. The use of air mail will be- 
come practical if an advertiser de- 
Sires to concentrate his efforts on a 
distant market quickly. For fast 
mail planes and cargo planes will 
deliver the mail in San Francisco 
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the next morning. Perhaps delivery 
the same day of mailing in Wash- 
ington and Philadelphia areas. 


Inland cities may well be the 
metropolis of tomorrow. Air trans- 
portation will create centers of ac- 
tivity for business which hitherto 
did not exist. Let me tell you that 
the air lines have now filed with the 
Civil Aeronautics Board applications 
to extend their routes into cities 
which heretofore were not reached 
by them. Many of them have filed 
for additional routes; for rights to 
travel to foreign lands. The decen- 
tralization of industry will create 
more and more markets’ where 
there were none before. The busi- 
ness man knows that decentraliza- 
tion always creates a_ greater 
amount of motion and activity. This 
means more advertising as business 
vies with each other to capture these 
markets and direct mail may well 
take part in this great activity which 
will follow this war. Bearing this in 
mind, we may as well follow the air 
lines to these new areas for a greater 
period of prosperity. 


Now to the foreign aspect: The 
world has been brought closer to- 
gether. The world has been brought 
closer to our doorstep. Translated 
in the language of the business man 
it means that the markets of the 
world have been brought closer to 
us. If we as a nation are to play 
a dominant part in the future we 
must be dominant in the air. Ameri- 
can cities of the future may well 
have air bases as its nuclei with the 
whole world as a market and the 
whole world must and should be our 
market place. The world is looking 
to America for leadership and for 
life. American planes, transporting 
American food and machinery and 
goods will fly to Europe and Asia 
carrying the every-day goods of 
America and civilization to even the 


communities of China which here- 
tofore were not accessible. Before 
the growth of air transportation 
only the larger firms were able to 
indulge in foreign trade because only 
they had the capital to maintain 
foreign offices or foreign represen- 
tatives. Today, because of Ajir 
Transportation those foreign mar- 
kets will become accessible to any 
organization without requiring too 
great an investment or organiza- 
tion. Here Direct Mail can play an 
important part with the aid of Air 
Transportation. Just as an adver- 
tiser indulges in promotional ac- 
tivity to induce the housewives of 
Des Moines, Iowa, to use his vacu- 
um cleaner so can this same adver- 
tiser concentrate on the housewives 
of London, Paris or Chungking to 
do the same. By the same token 
can a manufacturer advertise in New 
York from Buenos Aires for deliv- 
ery in New York within 48 hours. 
Here you see a vast field opening up 
to be exploited and pioneered with 
the same ingenuity and good sense 
which helped build a great mail ad- 
vertising industry in our own coun- 
try. 


We can do our share in helping 
our country play a dominant part 
in world affairs. Direct Mail in con- 
junction with Air Transportation 
can contribute a great deal towards 
the building of that better world 

. . a faster world and yet para- 
doxically one in which we will live 
in comfort and ease. 


Begin looking to the future by 
becoming air minded. Those indus- 
tries who supply us with material 
and machinery may well begin 
studying now to find better mate- 
rial and better and faster machines 
to accelerate the production of di- 
rect mail. Those organizations which 
engage in the business of compiling 
lists should begin studying ways 
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and means of compiling lists for 
foreign promotion. 


Let us all become internationally 
minded by learning the ways and 
customs of our neighbors of the 
world. 


Direct mail is going to have a 
2,000 horsepower engine hitched to 
it and it’s going to travel faster than 
before. 


The Post Office 
Carries On 


The Reporter reprints parts of an 
informal talk given by Nelson B. 
Wentzel at the 1-Day Wartime 
Clinie of the Direct Mail Advertising 
Association and the Graphic Arts 
Victory Committee at the Hotel 
Roosevelt on October 15th. And this 
is a good place to give you the good 
news that Nelson Wentzel, who has 
for many long years been known 
as the Chief of Classification, has 
now been advanced to the position 
of Deputy Third Assistant Postmas- 
ter General. If any man in Wash- 
ington ever deserved an advance- 
ment ... Nelson B. Wentzel is that 
man. 


Notwithstanding the war and the 
many additional duties, as well as 
difficulties and problems it has en- 
tailed upon the _ service, the Post 
Office Department continues to carry 
on to the best of its ability and move 
the mails in its traditional dependable 
manner and on the whole I believe 
as efficiently as can be reasonably 
expected in the circumstances. We are 
fighting a war—the greatest in all his- 
tory—and its impact upon the postal 
service is almost unbelievable. We are 
cooperating with the numerous agen- 
cies of the Government concerned with 
the conduct of the War, carrying their 
correspondence and supplies, distribut- 
ing, displaying and otherwise dissemi- 
nating information, regulations and 
posters in furtherance of the Nation’s 
war efforts. The bond selling, ration- 
ing, conservation, salvage and other 
programs of the Government have de- 
manded and gladly received valuable 
assistance from the Post Office De- 
partment. I mention these things be- 
cause much of this is intimately re- 
lated to the business in which you are 
engaged—Advertising or Sales Pro- 
motion by Mail. Indeed, the wonderful 
job which is being done in publicizing 
the many activities and efforts con- 
nected with and essential to the con- 
duct of the war is due to the fact 
that the talent and facilities of your 
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profession have been so generously 
and wholeheartedly devoted to this 
work. 


In addition to the tasks I have men- 
tioned, the postal service is handling 
the constantly increasing volume of 
mail and for our armed forces, includ- 
ing parcels and V-Mail, as well as that 
sent free under the privilege extended 
by law to such personnel, and you 
can well believe that it is no easy 
job to do this under the multitude 
of regulations and restrictions which 
have been found necessary. And all 
this despite the loss of many thou- 
sands of our experienced postal em- 
ployees, serving in the armed forces, 
while at the same time the regular 
volume of business is greater than 
ever before, as evidenced by the total 
receipts for the fiscal year ended 
June 30, last, amounting to more than 
$960,000,000. 


It has been suggested that you are 
interested in the general situation as 
to delivery of the various classes of 
mail throughout the country under 
war conditions and the status of the 
effort to have mailers include the 
postal delivery unit number or zone in 
the address on mail. These features 
are really closely related. As to the 
first, I can say that generally with the 
exception of a few offices, the De- 
partment has been able to maintain 
normal delivery service with a mini- 
mum of two trips in the residence 
sections and three trips in the busi- 
ness sections. The main purpose and 
help to be derived from the Postal 
Unit Numbering System is in the dis- 
tribution of mail before it reaches the 
carrier. 


The Department has been seriously 
hurt by the induction of trained dis- 
tributors into the military service and 
the use of the Delivery Unit Number- 
ing System is aiding wonderfully in 
facilitating this distribution by inex- 
perienced employees and expediting 
the delivery of all classes of mail. 
When you stop to consider that over 
30,000 of our employees have been 
taken into the various branches of 
the armed service and that it takes 


approximately a year to train a com-~ 


petent distributor, you will realize and 
appreciate the vital necessity of this 
assistance. 


I have been asked to suggest that 
before using rented mailing lists, you 
endeavor to have the owners obtain 
and include in the addresses the de- 
livery unit numbers for those cities 
where these numbers are being used. 
Also, when preparing advertisements 
which include the addresses of adver- 
tisers in such cities, their delivery 
unit numbers be shown. This is es- 
pecially desirable in advertisements 
calling for responses by mail. Your 
cooperation in these respects will be 
most helpful to all concerned, expe- 
dite the handing of the mails, and earn 
the sincere appreciation of the Post 
Office Department. 


Because of the shortage of both 
labor and paper, the agencies of the 
Government in Washington charged 
with the responsibility of regulating 
these matters to the end that they may 
best serve needs essential to our war 
efforts have been considering a pro- 
posal to place certain restrictions on 
the manufacture and distribution of 
reply envelopes and cards, including 
the business reply types. The Post 
Office Department was called upon for 
information as to the extent to which 
this postal facility is being used, for 
what purposes, the amount of postage 
revenue derived therefrom, and how 
the proposed restrictions would affect 
the service and the patrons concerned. 
After a discussion of the matter at a 
conference in the Office of the War 
Production Board, it was stated that 
“nothing will be done until there is 
a meeting of the Direct Mail Advertis- 
ers.” It is understood that those inter- 
ested will have an opportunity to have 
their representatives present their 
views. 


The Post Office Department did not 
originate this proposal. On the con- 
trary, it is fully aware of the many 
advantages of the business reply cards 
and envelopes and it would be regret- 
table to see their use restricted by the 
necessities of war. It is hoped this can 
be avoided. In any event, no imme- 
diate action will be taken but it is 
Suggested that every possible effort 
be made to conserve paper in direct 
mail advertising. In fact, I was re- 
quested to present this suggestion to 
you at this time. 


\] DON’T USE STIFFENERS. Too 
many Direct Mail pieces are coming 
through these days in large sized 
envelopes and with the addition of 
fibreboard stiffeners. Don’t you 
realize that this practice is like wav- 
ing a red flag in front of a bull? 
The men down at WPB are watch- 
ing the extravagant uses of Direct 
Mail. Fibre used for stiffeners .. . 
is the same kind of fibre used for 
packing containers ... and that is 
one thing there is the most shortage 
of ... if you get what we mean. 
Plan your Direct Mail pieces so that 
they do not need the extra and 
wasteful stiffener. If you must use 
a stiffener ... for Pete’s sake make 
it a part of the mailing by having 
part of your message printed on the 
stiffener. If some of the leading 
Direct Mail users do not stop this 
wasteful practice during the paper 
Shortage ... this reporter will be 
forced to resort to name calling. We 
will publish a list of all Direct Mail 
pieces received during a given month 
which show a careless disregard of 
paper conservation methods. 
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More About The 


PAPER SITUATION 


We are reprinting here an excerpt from a recent bulletin 
issued by the Graphic Arts Victory Committee. The infor- 
mation should be of vital importance to all users of the mail. 


Announcements’ indicate’ ‘i that 
newspapers and magazines. will 
have in the first quarter of 1944 
cuts ranging in total from 25 to 
30 per cent. The GAVC has had 
a fixed policy of not fighting against 
obvious necessary restrictions. We 
have been concerned for more than 
a year with putting all printing and 
lithography to work in helping to 
win the war... with the available 
supplies. 


However, we have registered our 
complaints when proposals were 
made for restrictions which were il- 
logical or prejudiced. For example, 
when the WPB threatened to pro- 
hibit all Business Reply Envelopes 

. we Showed how such a ruling 
was unfair and how it would hurt 
business and not save paper. The 
proposed ruling was thrown out. 


Several months ago, when there 
was talk of a “priority system for 
commercial printing’ we attempted 
to show that such a system was 
unfair, unworkable and directly op- 
posed to the principles of “Freedom 
of the Press.” A priority system, 
regulating the end use of paper for 
printed or lithographed messages 
would require “censorship offices” in 
every community to “rule” on the 


essentiality of every order. And 
THAT is not possible ... or consti- 
tutional! 


Rumors are rife in Washington 
that such a plan is again under con- 
sideration. Rumors have even reach- 
ed us that “the GAVC has endorsed 
a priority plan” ... such as recom- 
mending that posters or house mag- 
azines be declared less essential than 
certain other types of printing and 
lithography (such as checks or let- 
terheads). Be it definitely recorded 
that the GAVC has not endorsed any 
priority plan. And further: 


The Research Committee working 
with Fred Rudge and Charles Mor- 
ris has just completed a comprehen- 
sive report on the entire paper situ- 
ation as it affects the Graphic Arts. 
This report will be submitted to the 
Office of Civilian Requirements of 
WPB on December ist. The report 
shows the impossibility of regulat- 
ing end use by arbitrary listing of 
“essentiality” and appeals to WPB 
to issue orders to the “Commercial 
Printing” field in the same way it 
handles newspaper and magazine 
orders ... by horizontal percentages 
only. That is the only fair way. Any 
other method is unfair and discrim- 
inatory. 


A priority system might help a 
few large operators . .. but it would 
certainly wreck havoc with thou- 
Sands of small business organiza- 
tions throughout the land. 


The above policy was unanimously 
agreed upon at the October 14th 
meeting of the GAVC Board of Di- 
rectors. We should like to receive 
the reactions of individual members. 


In the meantime . .. keep your 
eyes on developments ... and push 
voluntary paper conservation meas- 
ures all you can. In this connection, 
the GAVC is working closely with 
all the leading associations repre- 
senting the buyers of printing and 
lithography. 

& 


{}] ANOTHER WASTE. Our atten- 
tion has been called to a new prac- 
tice adopted by a number of de- 
partment stores (particularly in 
Washington, D. C.). It seems that 
these stores are mailing new credit 
cards each month to charge account 
customers. 


A paragraph in one letter reads: 

“We suggest that you carry your 
Credit Card and present it to the 
salesperson whenever you shop. A 
new card will be mailed to you each 
month. This card will save you 
valuable time and will help us render 
quicker service.” 


Why this duplication of effort? 
Why is it necessary to use up extra 
paper for monthly credit cards? 
Somebody shou!d be able to think 
up a better idea. 
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IY GOVERYMENT SERVICE 


Millions of our envelopes wear the insignia of the United 
States Government. They may not be decorated for valor... 
but they are serving...carrying military orders, collecting 
taxes, selling War Bonds... protecting small parts, tools and 
instruction sheets for tanks, planes and guns. They carry 
millions of letters to the boys over there, building morale on 
the fighting front and the home front. 


TENSION ENVELOPE CORPORATION 
345 Hudson St., New York City Telephone CANAL 6-1670 
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Department of Humor 


George Rumage of Young America, 32 East 57th Street, New York City, reports 
that their western manager had to go to the hospital for a repair job on his leg. 
In his spare time he created the illustrated letter reproduced here . .. and sent 
it to some of his business friends. It brought such a deluge of calls and visits 
that he had to hang up the S.R.O. sign. According to George, several well known 
advertising men (whose names are not revealed) ate up all his fruit and candy 
and walked off with most of his flowers. At any rate, this case history is a 


good example of working timely events into your Direct Mail promotion. 











In between sips of sassafras tea and rose-petal water, it sud- 
denly occurred to me that some of my friends might be wonder- 
ing where I am. 


Well, frankly, I came in here to have a baby. But they ended 
up by grinding my valves and stringing me up to the ceiling. 
In fact, I'm the only cured carcass in Chicago that doesn't 
require points. My nurse says if they stuck a nozzle between 
my toes I'd pass for an ack-Ack. 


However, there's one consolation. When they let me out of this 
place I'll be able to run faster than any space buyer I know. 
And that oughtta help plenty. 


Anywey, I feel great. And I can talk just as loud and fast as 
ever. Furthermore, 1 keep my order book under my pillow. So I 
urge you to take advantage of this wonderful opportunity-to buy 
space in YOUNG AMERICA without having to look at me across your 


Gesk. This offer expires January 1, Sy 


Illinois Central Hospital 
Telephone MIDway 9200 
P.S. Yep.... blue booties! 
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ADDITION TO LETTER FORMULAS 


Dear Henry: 


My sincere compliments on your 
September, 1943, issue. I’m down at 
the office on a Saturday morning tak- 
ing the time to catch up on some 
reading and I have just finished the 
study of that issue. I liked particu- 
larly your “Ten Commandments for 
the Perfect Letter.” This is, I be- 
lieve, one of the briefest and yet best 
outlines for good letters that I have 
seen. There is just one addition I think 
might be made to advantage. 


Under the heading “Ask yourself 
these eight questions,’ I would in- 
sert after question six this question: 
“How would I talk to him if I had 
the opportunity to call rather than 
write?” I find it very helpful in the 
preparation of letters to plan the let- 
ter first as a conversation and then 
to follow as closely as possible that 
style and approach in the letter. The 
suggested question will make the let- 
ter-writer more certain to accomplish 
the first principle, “Make It Conver- 
sational.” 


Sincerely, 


J. S. Roberts, Adv. Mgr. 
Retail Credit Company, Inc. 
Atlanta, Ga. 


Reporter’s Note: Thanks, Jess, for 
the added formula. It’s pertinent. 
Wish all readers would analyze The 
Reporter as carefully as you do... 
and give us their reactions. 


REPORT ON HORRIBLE EXAMPLES 


Friend Hoke: 


Mindful of your everlasting fight 
to get sales letters “unstilted,” I be- 
lieve you will be interested in the 
following closing paragraph from a 
letter signed by a high executive in 
one of the country’s biggest corpora- 
tions. I think it is an all time high. 


“Soliciting the comment that this 
requests, representing disposition in- 
structions your order, with interest in 
whatever detail you feel appropriate, 
at the earliest opportunity, we are, 
yours very truly.” 


Cordially yours, 


G. B. Wright, Adv. Mer. 
The Nash Engineering Co. 
South Norwalk, Conn. 


Reporter’s Note: That just about 
takes the cake .. . or something. 
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Interesting Information 
Concerning Penalty Mail 





From Recent Hearings Before the Byrd Committee on the 
Reduction of Non-essential Federal Expenditures 


The amount of mail being for- 
warded by the United States Gov- 
ernment is so tremendous that it 
causes Senator McKellar to make 
the following observation: “It looks 
to me as if our several departments 
are piling up mail out of all pro- 
portion to good business and even 
good advertising.” 


In 1940, out of a total of 27 billion 
pieces of all mail matter, practically 
a billion were penalty mail, which 


means that one out of every twenty- 
seven pieces of mail handled by the 
post office was mail sent by U. S. 
Government Departments. In 1941 
the figure changed to one and one- 
tenth pieces out of 29; in 1942 to one 
and one-half out of 30 pieces, and 
in 1943, it is estimated that it will 
be two out of every 34 pieces. The 
following chart shows very clearly 
the cost of handling this government 
mail over a period of the last 13 
years. 


PENALTY MAIL 


Mailings Under Penalty Privilege by Departments 
and Establishments of the Government 


(Exclusive of the Post Office Dept.)* 











Revenues at 











“Rippo Blades give you a faster, 
smoother shaves... .” 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people ... people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg: 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 



































Usual Postage 
Rates Including 
Fiscal Year Weight Registry Fees 
Ending June 30 No. of Pieces in Pounds and Surcharges 
1930 302,126,259 42,737,534 $ 9,347,505 
1931 303, 795,226 43,342,258 9,886,456 
1932 319,890,040 43,118,907 9,151,899 
1933 373,440,968 43,326,622 14,315,414 
1934 530,471,016 81,212,639 23,094,882 
IRR BAPE “Ae a eae mires 624,194,119 85,207,595 31,281,600 
eR AE Sec ete 669,352,068 91,125,145 32,236,269 
a 742,487,204 96,445,950 34,081,927 
ON a 885,269,364 94,864,135 35,690,807 
ERC ae eae oerS 970,764,376 93,474,960 38,231,125 
Aare area aoe 999,138,119 103,614,738 41,535,310 
ee 1,123,563,721 161,676,091 51,557,496 
RES. SIRES ARR SN 1,516,015,444 238,529,015 71,924,122 
ie Re Rae 1,956,073,568 295,711,589 103,485,392** 





*Information furnished Congressman Burch, Chairman, House Committee on 
Post Offices and Post Roads, by the Post Office Department. 


**Does not include registry fees and surcharges. 


Reporter’s Note: How about adding the statistics on the amount of franked 


mail issued by Congressmen? 





WASTE PAPER SITUATION. If 
print shops are to be kept operating— 
printers, as well as their customers, 
must cooperate in collecting waste pa- 
per—is a warning issued to printers by 
the WPB Paperboard Division. 


In appealing to the newspapers to 
aid in saving waste paper, Donald M. 
Nelson, Chairman of WPB, said: “Our 
need for waste paper is greater than 
ever before because of the shortage 
of pulpwood for making paper. Con- 
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versely the total amount available 
for salvage is less because of the 
greatly increased quantities in the form 
of packages and packing, which are go- 
ing overseas, most of which cannot 
be returned. We are now collecting 
at the rate of approximately six mil- 
lion tons of waste paper annually out 
of a potential salvage tonnage of about 
fifteen million. If we can boost col- 
lections to an average eight million 
ton rate there will be no shortage.” 
—UNITED TYPOTHETAE OF AMERICA 
Bulletin. 


* 


mon. 


DURABILITY 
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Catalog Covers 
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HOLYOKE CARD 
AND PAPER CO. 


SPRINGFIELD, MASSACHUSETTS 














Making Salvage Needs Clear 


Here’s an interesting letter from a paper man. It explains 
the waste paper situation much more clearly than many of 
the garbled press releases we’ve seen in the past few months. 
Read the letter carefully ... then do everything possible 
to cooperate in your community. Get the story across. 


Dear Mr. Hoke: 


The October Reporter contained 
an article entitled “The Paper Situ- 
ation Is Still in a Mess” with which 
we are fully in accord. But a great 
part of the mess is not mentioned 
in your article and that is the fact 
that so many cartons are being ship- 
ped out of the United. States that the 
cycle of the waste paper being re- 
turned to the mill for reconversion 
has all been upset. This cycle used 
to occur in a little more than 60 
days from the time the carton is 
made until the time it is returned 
as scrap and remade. Now these are 
being shipped out of the country 
and never return, and to make up 
this loss of all of this paper fibre, 
we must go into the homes and col- 
lect all types of waste paper. We 
are asking people not to burn any 
paper. Most people do not know that 
cartons are made from paper which 
is ordinarily thrown into the furnace. 
The paper board mills need 70,000 
tons (not pounds) of waste paper 
each week. This is equal to the pro- 
duction of all other papers so that 
100 per cent of the paper should be 
saved. Every kind (except wax paper 
and asphalt lined) can be recon- 
verted into use. 


Statistics for the first week in 
November, the latest I have seen, 
show that the average stock pile 
of waste paper in our mills was 
seven days in the East and 10 days 
in the West. At this time some mills 
were down to one or two days’ sup- 
ply. There is an interesting angle to 
this in that the Nationa! Biscuit 
Company, operating their own mill, 
have asked all of the branch man- 
agers to forget about the cracker 
business and to locate and send to 
the mill two or more carloads of 
waste paper. In addition to paying 
the ceiling price for the paper, they 
are spending money in newspaper 
advertising in an effort to persuade 
the people. This effort of the Na- 
tional Biscuit Company ties in with 
your theme of promoting Govern- 
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ment Projects with 
funds. 


independent 


The situation has never been this 
serious before and we believe that 
people in the United States should 
have it called to their attention. We 
think you could help in your col- 
umns. 

The Central Ohio Paper Co. 
Columbus, Ohio 


(s) W. Harrington Walker 
Sales Promotion Manager 


_|JOBS IN DIRECT MAIL. As 
stated previously, The Reporter of- 
fices will be glad to act as a clearing 
house of information concerning jobs 
in Direct Mail. If you have a job 
open in Direct Mail now, or when 
the war is over .. . tell us all about 
it and we will try to put you in 
touch with logical candidates. If 
you want a job in Direct Mail... 
tell us all about yourself by letter 

. and we will try to fit you into 
a job that is open. We cannot under- 
take personal consultation ... so 
please state all requirements or 
qualifications in full detail by letter. 


Wasteful Conservation!! 
Here’s an interesting letter: 
Dear Henry: 


Solely and wholly in the interests 
of conserving paper, it seems to me 
that government regulations are miss- 
ing a great big bet in reducing all 
weights to below the point where two- 
side duplicating can be done and its 
use encouraged. 


Obviously less paper is consumed in 
processing two sides of a 24-pound 
sheet than in duplicating on only one 
side of 2. 16-pound sheet. 


The present regulations, as we un- 
derstand them, are that 16-pound stock 
shall be used for one-side mimeo- 
graphing and 18-pound for two-side 
work. I feel that the 18-pound limit 
for two-side work will defeat its pur- 


pose and that multiple-page jobs will 
be done one-side on 16-pound stock 
rather than two-sides on 18, because 
of appearance. 


I am enclosing a test sample we did 
last week on Hammermill 18-pound 
Mimeo-Bond, which as you know is 
among the highest quality mimeograph 
papers. It speaks for itself. Regard- 
less of what we should do in the face 
of the paper emergency, our custom- 
ers will not accept this kind of two- 
side work. We can sell them two-side 
work on 20-pound good quality mimeo- 
graph paper or opaque vellum finish 
stock. 


I of course am interested primarily 
in the mimeograph paper situation. 
Among other types of processors you 
might find a similar situation where 
easement of weight restriction for two- 
side work will really conserve paper. 


Cordially yours, 


HARLAN VENRICK 

Akin Letter Bureau 

1001 Huntington Bank Bldg. 
Columbus, Ohio. 


Reporter’s Note: Your argument 
is good. But see Schedule 3, Page 
7 of Order L-120. You may stil! use 
20 pound mimeograph paper—if you 
can get it. Your letter is being 
shown to WPB officials who should 
do something to make sure that 
those who want to make paper 
stretch ... can do it. 


_|]HOW NOT TO DO IT. Charles 
Konselman recently became adver- 
tising manager of the Wickwire 
Spencer Steel Company of New York 
City. He was immediately flooded 
with solicitations of all kinds from 
publications and advertising agen- 
cies. He showed us a form letter 
received from the president of one 
of New York’s best known agencies. 
We are reproducing the top left- 
hand part of the letter to show the 
way the fill-in was handled. The 
girl who performed this correcting 
operation . . . should be shot at 
sunrise. 


MR. C.B. KONSELMAN 


Wickwire Spencer Steel Company 
New York, Ne Ye 


XOGEQOUIKX KERRI AX 


I realize it is highly improbable 
ing problems bear any significant 
in the enclosed reprint from the } 





THE REPORTER 

















_\|A SALUTE ... to The Peabody 
Home, 1000 Pelham Parkway, Bronx 
61, New York, for a really different 
piece of social service promotion. To 
explain it briefly: a single sheet of 
84%” x 11” paper is wing-folded to 
make what appears to be a seed 
envelope, measuring 3%” x 4%”. 
That area is printed in green to 
resemble a seed packet, showing 
drawing of a bean vine, and is titled, 
“Peabody Garden Seeds. Guaranteed 
to produce quick results and give 
utmost satisfaction if planted ac- 
cording to directions.” 


Open up the “envelope” and on 
the inside sheet, along with further 
sketches of flowers is this copy: 


Whether a pot of chives in the 
kitchen window or acres of tomatoes, 
cabbages and beans, most of us are 
involved in some sort of Victory Gar- 
den. Even city dwellers know, how- 
ever, that seeds of the usual sort have 
their planting seasons. 


But there are some kinds of seeds 
that do remarkably well whenever 
planted. They guarantee a profuse 
yield in satisfaction, both to the plant- 
er and the harvester. They are the 
seeds of kindness and no better soil 
could be found for them than Peabody 
Home for elderly gentlewomen. 


The Home is supported entirely by 
the gifts of kind people. Rising prices 
and the growing need for its shelter 
make these gifts the more imperative. 


Will you not sow your seeds of kind- 
ness at Peabody now? 


Instructions for planting 

Peabody’s Garden 

As your gardeners, we shall plant your 
packets in fertile soil—the grateful 
hearts of Peabody’s guests. Your con- 
tinued cultivation, together with our 
tools of security, root out the weeds 
of despair. Annuals and perennials are 
both needed. 


PERENNIALS 
Bequests and trust funds 
created now or in wills. 
ANNUALS 


$5.00 will harvest fresh fruit and 
vegetables for a day. 

$10.00 will harvest a week of security 
for one guest. 

$25.00 will take care of rationed can- 
ned goods for one week. 

Even a dollar will yield bread for a day. 


See eed e ©€CSEe ee eeceene eg eoaee et € ee e266 62.6 €&e 4-8 GS 


a Se a i Ne 


Please make checks payable to The 
Peabody Home and mail to The Pea- 
body Home Office, c/o Guaranty Trust 
Company of New York, 140 Broadway, 
New York 5, N. Y. 
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MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, III. 





SITUATION WANTED 





EDITOR AND ADVERTISING MAN— 
Long experienced in creating editorial and 
advertising plans and copy of proved ef- 
fectiveness in selling ideas and goods 
economically, especially in industrial mar- 


kets. Turns out top-flight human interest _ 


copy as well as concise, clear, accurate 
digests and analyses of industrial relations 
news, govt. directives. Practical knowledge 
printing. Could handle all activities, advg. 
and promotion dept., small or medium 
sized industrial co., including publicity and 
house magazine. Box 111, The Reporter. 





ADVERTISING AGENCIES URGED 
TO CONSERVE PAPER 


The reduction of paper consump- 
tion in all types of promotional and 
advertising matter was urged by the 
War Production Board’s Forest Bu- 
reau by an appeal to some 1,200 ad- 
vertising agencies. These agencies 
were requested to assist in paper 
conservation by recommending the 
use of the lightest paper practical, 
the reduction of margins to a mini- 
mum, cutting down paging and size, 
and saving paper by any other means 
which suggest themselves. The revi- 
sion and curtailment of mailing lists 
were stressed in order to save paper, 
paperboard, and envelopes.—l/NJTED 
TYPOTHETAE OF AMERICA Bulletin. 


The attention of Advertising 
Agency Executives is called to... 
the Paper Stretching booklet issued 
in August by the Graphic Arts Vic- 
tory Committee. That booklet gave 
(and gives) the whole story. 





CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 








ADVERTISING COPY 
CLASSIFIED ADS worded to get the action 


you’re after. Send data with a dollar. Jed 
Scarboro, Maplewood, N. J. 


EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg.. 
Chicago 10. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, II. 


MAILING LISTS 




















Lists of Mail Order Buyers 
FOR RENT—Publisher offers his actual 
cash book buyers, not inquirers. Success- 
fully used by leading mailers. Rental price 
includes addressing of envelopes. Complete 
data on request. WANTED—we're al- 
ways renting other firms’ lists for our own 
use. Send details of any you have, Men, 
Women, Juvenile, suitable for book pub- 
lisher. Address: Suite 901, 54 W. 17, N. Y. 


LETTERHEADS 


“EXCELLENT” says Printers Ink about 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp. 8%xll. 125 Letter- 
heads. Mail $5 to Fredericks Co., 68 Nassau 
St., N. ¥.C. 7. Money refund guarantee. 











SPECIAL 
IF YOU LIKE THIS ISSUE ... and if 


you are not a regular reader of The Re- 
porter, you will be doing yourself a big 
favor by subscribing now. Know what is 
going on in the Direct Mail field by fol- 
lowing this monthly digest of Direct Mail 
Ideas. If you are a subscriber . . . how 
about showing this copy to a friend? Sub- 
scription Rate $3.00; Special Two-Year 
Rate $5.00. The Reporter, 17 East 42nd 
St., New York 17, N. Y. 

















What Direct Mal Wen rere Saying... 


Most lists more than a year old just aren’t paying 
out for us. Men going into the services, and 
people moving around to new jobs, have raised 
- merry hob with many of the lists we could count 
on in other years. 


That’s why more and more direct mail men are turn- 
ing to the MeGraw-Hiill Lists. They are kept up-to- 
24-hour basis—and guaranteed accurate 
whenever you use them. Also, the McGraw-Hill Lista 
now include postal unit zone numbers for all cities 
where required. Test one or more McGraw-Hill Lists 
oh your next mailing. Just tell us what your prod- 
uct is, and information on the lists we believe should 
work out best for you will go off to you by return 


WAE mail. 
Mc GRAW-HILL 
DIRECT MAIL LIST SERVICE McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 


date on a 


DIRECT MAIL DIVISION 


New York (18), N. Y. 
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SUBMARINE CREWS MUST HAVE “‘UNDER-SEA’’ COURAGE 


Many a brave man and true is found, under 
modern scientific testing, to suffer from 
claustrophobia (a morbid dread of confined 
places). He may well be a hero elsewhere— 
but not on a submarine. 

There a man may feel like a fellow fighting 
in a barrel, but he’s got to love it. Must have, 
too, the constitution of an arctic whale, the 
ingenuity of a small-town electrician—and 


withal be quick and deadly as a conger. No 
wonder our submarines are a growing terror 
to our enemies. 

International Mimeo Script and Interna- 
tional Duplicator Paper are “picked for the 
job” because they both give maximum speed 
production for duplicating work. Interna- 
tional Duplicator Paper is ideal for gelatine 
and spirit processes. They, too, can take it. 


Gack the rtttack with War Soude 


INTERNATIONAL PAPER COMPANY 


_ 220 EAST 42nd ST. NEW YORK, N.Y. 


— sa for Printing and Converting > 


Y 





